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Abstract

This research aimed to 1) study marketing communication strategy to promote
tourism in the upper southern region, 2) study factors related to travel choosing decision in
the upper southern region, and 3) to present marketing communication strategy guidelines
for travel competition in the upper southern region. This is mixed methods research:
qualitative and quantitative. A Qualitative method was implemented by studying related
documents, interviewing key information givers from sources of policy, tourism
entrepreneur, and tourists. As a quantitative method, questionnaires were distributed to a
sample consisted of 400 Thai and foreign tourists traveling in seven provinces in the upper
southern region: Chumphon, Ranonng, Suratthani, Phuket, Phung-nga, Krabi, and Nakhon Si
Thammarat. The content was analyzed. The statistics used for data analysis were mean,
standard deviation, and Pearson’s Correlation. They were synthesized to present the
paradigm of constructing marketing communication strategy guidelines which are

appropriate to use for travel competition.

The research results revealed that 1) The “Quality Leisure Destination” campaign
using Thai lifestyles is currently implemented as a content for marketing communication
strategies both Tourism Authority of Thailand’s officers and local private sectors are
implementing this campaign in the tools which some way. Mass media, online media, and
personal media are used as the marketing communication tools. 2) The factors affecting
tourist’s behaviors, the potential of a tourism destination factors, and marketing mix
factors had correlations with tourists decision making in traveling to the region at the .05
level. 3) The appropriate marketing communication strategies for tourism competition in
the upper southern region are “NICE” paradigm which of comprised 3.1) A network which
means Tourism Authority of Thailand’s officers and local private sectors In the upper
southern region should build a strong network to cooperate in marketing communication
strategies panning, 3.2) identity which means Tourism Authority of Thailand’s officers and
local private sectors should emphasize the outstanding identities of each province to
attract the tourists, 3.3) communication integration which means that using the three
media as the tools for the southern region, and 3.4) equity which means that the tourism
destinations in the upper southern region are the market leaders that in tourism industry in

terms of quality and social responsibility

Keywords: Marketing Communication; tourism; Decision; The Upper Southern Region
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